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Abstract: In the context of the Metaverse, the fashion industry is undergoing a historic shift. 

With the emergence of the Metaverse as a new social and transactional attribute platform, 

many luxury brands have begun to set foot in the Metaverse to carry out distinctive marketing 

activities. These luxury companies use the Metaverse to reshape the luxury consumption 

experience and marketing methods, a trend that is driving innovation and disruption in the 

luxury industry. This article will analyze the influence of Metaverse on the marketing mix 

strategy of luxury brands under the background of Metaverse consumption culture, combined 

with the actual cases of luxury brands, and propose new trends and strategies. 
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1. Introduction 

Since 2020, covid-19 has accelerated the transformation of the retail industry from physical stores to 

the Internet, and the emergence of Metaverse is regarded as the next generation of the Internet. 

Metaverse provides new digital technologies and immersive virtual environments for human-

computer interaction [1]. For young people represented by Generation Z, spending more than 8 hours 

a day focusing on the screen has become a part of daily life. These rising young affluent consumers 

are driving changes in the luxury industry. They have new consumption behaviors and needs, and are 

increasingly inclined to accept digital marketing methods [2]. Most of the well-known global luxury 

brands, such as Gucci, Burberry and Louis Vuitton, have added various digital product lines in the 

virtual space Metaverse to meet consumers' needs. Driven by the Covid-19 epidemic environment 

and the new consumer culture background, the traditional Marketing Mix represented by luxury 

goods has derived new marketing perspectives in the virtual environment, which are helpful for the 

marketing and innovation of luxury brands. 

2. The Metaverse Emerging in luxury Brand Marketing 

At the beginning of 2020, the COVID-19 pandemic that broke out worldwide has had a major impact 

on our daily life and work. Due to the severity and speed of the epidemic, governments around the 

world have taken measures such as restricting business activities and closing shopping malls and 
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stores to control the spread of the epidemic and protect people's lives. The measures have had a 

negative impact on the $2.5 trillion fashion industry, leading to a sharp drop in demand for clothing 

and other luxury goods. At the same time, due to the collapse of the industry due to the restriction of 

activities, consumers' consumption concepts and behaviors have also undergone major changes [3]. 

Metaverse, as an emerging technological concept, was first proposed by writer Neal Stephenson 

in his novel Snow Crash. Metaverse is a permanent and persistent multi-user environment that blends 

physical reality with digital virtuality. It is based on the immersive technology of multi-sensory 

interaction between users and digital objects in a virtual environment, bringing users a more vivid, 

realistic and novel experience. According to the 2022 edition of Deloitte's "Global Powers of Luxury 

Goods" report, the world's top 100 luxury goods companies will have a total revenue of US$305 

billion in fiscal year 2021, a year-on-year increase of 21.5%. With the receding of the COVID-19 

pandemic, luxury goods companies now face new opportunities arising from the “green transition” 

and circular economy processes. In addition, Metaverse and Web3 are also actively promoting 

innovation and disruption in the luxury industry. Metaverse provides luxury companies with 

unprecedented opportunities to reshape the luxury experience, build brand reputation, and increase 

brand engagement and brand loyalty. Consumers can now interact with luxury brands’ products and 

their avant-garde concepts in new ways through virtual reality technology. 

Famous Italian luxury fashion brand Gucci has partnered with metaverse platform Zepeto, an app 

and social media platform for personalizing avatars and creating virtual worlds. Users can purchase 

gucci clothing within the application and make their avatars wear these clothing to feel and explore 

gucci brand products. In addition Zepeto x Gucci also includes a gucci villa for exploration [4]. 

In 2020 Gucci partnered with Tennis Clash to produce exclusive gucci outfits that fans could 

purchase from the Gucci website that were identical to the on-screen businesses and participate in a 

specific tournament. This tournament also included a dedicated venue, the Gucci Open, merging the 

virtual and real worlds [5]. 

In 2021, Gucci launched its "world's first virtual sneaker" - the Gucci Virtual 25, which people can 

"wear" using augmented reality (AR) technology. Catering to its target market, the sneakers cost 

$12.99, a lot less than real-life sneakers (which cost more than $600). Also in 2021, Gucci will 

cooperate with Roblox to sell several Gucci rare items on the Roblox platform. Over the course of 

two weeks, the fashion house created a unique virtual garden exhibit that can be accessed exclusively 

on Roblox. The virtual exhibition is part of Gucci's Archetype, a two-week immersive multimedia 

experience in Florence, Italy, exploring and celebrating the brand's 100th birthday. The physical 

exhibition digs deep into Gucci's advertising campaign, which mainly includes inspirations such as 

music, art, travel and pop culture. Each venue is divided into exhibition halls according to themes, 

reproducing Gucci's different promotional activities. With cutting-edge technology, exquisite 

craftsmanship of artisans and innovative interior design, the exhibition presents a variety of 

immersive spaces, allowing visitors to feel as if they are in Gucci's advertising campaign [6]. 

In February 2022, Gucci purchased a batch of digital land on The Sandbox platform, which is a 

decentralized gaming community platform based on the Ethereum blockchain. Gucci built the virtual 

world Gucci Vault Land on this basis. As part of the Web 3.0 strategy, the project brought more new 

virtual experiences to the brand's Metaverse community [7]. 

Balenciaga and Epic Games have teamed up for the first Fortnite France luxury fashion product 

collaboration. Balenciaga designed four virtual outfits and an IRL limited-edition collection of hats, 

t-shirts, and hoodies to sell in Balenciaga stores and on Balenciaga.com [8]. 

Animal Crossing held the Spring Fashion Week 2020, and Valentino released 20 custom-made 

virtual looks from the 2020/2021 Pre-Fall men's and women's collections and brought it to Animal 

Crossing. In addition, Marc Jacobs has also released six specially designed looks in Animal Crossing, 

giving players the opportunity to wear these clothes for free on their fictional characters. 
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Louis Vuitton celebrates its 200th anniversary by entering the metaverse with the indie adventure 

game "Louis the Game." Game users need to play the protagonist Vivienne in the game and travel 

through six different worlds, where she needs to collect 200 candles to commemorate Louis Vuitton's 

birthday. The game differs from existing video games in that Metaverse allows users to move their 

virtual possessions between different virtual reality platforms - ownership of these items is 

represented by NFTs. The user avatar of the game is an anthropomorphic design of the company's 

letter combination. During the entire game process, the user can wear various Louis Vuitton brand-

limited skins through the avatar [9]. 

3. Impact of Metaverse on the Luxury Market 

3.1. The New Digital Marketing Marketplace 

As the metaverse develops, more and more use cases are emerging in the consumer space, providing 

immersive retail, entertainment and education experiences, and brands can develop their own 

application prototypes. Morgan Stanley, a well-known financial institution, pointed out that the rise 

of metaverse and related factors will drive consumers' growing digital demand for fashion and luxury 

brands. It is estimated that by 2030, the entire industry may increase additional revenue of up to 50 

billion US dollars. A recent McKinsey & Company report also assessed the marketing opportunity 

for the Metaverse, highlighting that selling virtual products directly to avatars is expected to be a $54 

billion market. At the same time, the report pointed out that the metaverse will become a crucial 

market in the future of luxury marketing. 

3.2. NFT Virtual Luxury Products 

The emergence of NFT virtual products provides consumers with new ways to shop, exchange goods, 

and integrate into the Metaverse identity. According to data from Dune Analytics, an overseas 

statistical agency in August 2022, Nike tops the list of brands with the highest NFT revenues, with 

cumulative NFT sales of $185 million. It was followed by Dolce & Gabbana with sales of $25.65 

million, followed by Tiffany, Gucci and Adidas with sales of $12.62 million, $11.56 million and 

$10.95 million respectively. 

According to the survey on January 31, 2023, 36% of the respondents indicated that they are most 

willing to buy digital goods or NFT from luxury brands such as Chanel and Louis Vuitton. After 

luxury goods, sports brands are the most popular fashion type. 34% of respondents said they would 

buy fashion NFTs from such brands.   

As Robert Triefus, executive vice president of client relations at Gucci, points out, young people 

are spending more and more time in areas like social media, gaming and virtual reality, becoming 

tech-savvy and adopting multiple identities. Pioneered, digital assets in the form of virtual fashion 

and non-fungible token (NFT) offer consumers a new way to shop, exchange goods, and own these 

identities [10]. 

3.3. Metaverse Gamevertising 

With more and more people spending time online, video games have emerged as a new social media 

platform and the most attractive medium for brands to display their wares, known as Gamevertising. 

Gamevertising goes far beyond simple media placement in terms of branding and user experience, 

representing a communication paradigm shift where experiential storytelling becomes critical. The 

global games market could be worth $300 billion, three times the record high of $101 billion set by 

the global film industry in 2019, according to GlobalData. According to further estimates from 

research firm Technavio and others, in-game advertising will grow by $109.7 billion between 2020 
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and 2024. This year, Epic Games announced that their hugely successful game Fortnite had amassed 

350 million registered users, and that growth looks set to continue to rise. Therefore, in the Metaverse 

environment, the importance of game advertising becomes even more prominent. As shown in Figure 

1, according to the August 2021 Forrester Research survey of UK and US internet users, 15% of UK 

respondents and 22% of US respondents said brands should advertise in virtual reality. Meanwhile, 

13 percent of UK respondents and 19 percent of US respondents believe brands should use virtual 

reality to build more brand experiences. 

 

Figure 1: Brand-related attitudes towards the metaverse among UK and US internet users as of August 

2021. 

3.4. Virtual Reality Consumer Experience 

Metaverse opens up creativity and possibility for the fashion industry not only through materials, but 

also through the way brands promote products based on Metaverse technology, either through 

marketing or through immersive consumer experiences that go beyond traditional shopping 

possibilities. For example, fashion lovers in different countries and regions can experience virtual 

display spaces and virtual wearable items produced by fashion brands through digital technology 

terminals. Technology can help enable efficient, more sustainable and faster business processes, 

improved customer service and new experiences. According to Siebel 2021, “the physical space will 

be reconfigured so that through an immersive experience, consumers can perceive the universe of 

brands and products”. Through virtual reality technology, retailers establish omni-channel integration 

with customers both online and offline to create a new shopping experience. Today, 81% of global 

consumers believe that a brand’s digital presence is as important as its physical store presence, leading 

to a trend towards virtual flagship stores in retail consumption. 

Meanwhile, Deloitte suggested in a 2022 report that, as the metaverse matures and potentially 

transitions to a fully immersive mixed and augmented reality ecosystem, it will be widely used by 

businesses and consumers. Metaverse can provide transformational opportunities for brands and 

marketers to strengthen their relationships with consumers by delivering new levels of customer 

interaction and engagement. 
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4. Luxury Marketing Mix Strategy Under the Influence of Metaverse 

Marketing mix is a tool used in marketing. The 4Ps classification for formulating effective marketing 

strategies was first proposed in 1960 by marketing professor and author E. Jerome McCarthy [11].The 

4P theoretical model is widely used in the field of luxury goods, and many scholars use it to study the 

marketing strategies of luxury brands [12]. The four elements of Product, Price, Place and Promotion 

in the 4P theory closely match the consumer behavior in the luxury market. By using the 4P theory, 

luxury goods companies can better understand the consumption concepts of consumers in the Z-era 

in the Metaverse, analyze their consumption behavior characteristics, and formulate more targeted 

marketing strategies. 

4.1. Product Strategy 

The difference between traditional luxury goods and mass consumer goods lies in attributes such as 

design, craftsmanship, packaging and brand added value. However, in the metaverse environment, 

consumers' pursuit of luxury goods is not only traditional physical products and quality, but also 

turned to virtual NFT products. As Imran Amed, founder and CEO of The Business of Fashion puts 

it: "The new streetwear in the digital fashion model is screen clothing" [13]. Another important feature 

of the Metaverse is the interoperability between different platforms and services, which is critical to 

understanding how to connect a Metaverse with other Metaverses for many different purposes. Under 

this framework, NFT is not just a product for final sale. Its true value has two levels. The first is as a 

collectible, which has the symbolic characteristics of rarity and uniqueness. For example, the NFT 

digital shoes of the Gucci brand, which allows users to display products in SNS and virtual worlds. 

The second level is as a substitute for physical products, so that customers who cannot afford physical 

prices can also buy their favorite luxury goods, expanding the scope of potential users. 

4.2. Price Strategy 

The exclusivity of luxury goods enables the owners to obtain unique value and additional social status 

enhancement, satisfying their need to display material wealth. Virtual NFT luxury goods, on the other 

hand, fulfill another category of low-income consumers' need for luxury goods with their uniqueness 

and low prices. Metaverse's breakthrough lies in the tokenized economy and decentralized network, 

which makes each user asset consist of NFTs that mark ownership. Each digital asset belongs to the 

user and can be personalized, a uniqueness that makes the product valuable and price stable. 

4.3. Place Strategy 

The quality of traditional physical sales locations and services allows luxury consumers to feel the 

personality, culture, and other elements of the selected brand, thus generating psychological 

enjoyment and thus building brand loyalty. However, virtual sales locations in the metaverse 

environment break the limitation of physical distance, allowing consumers to access metaverse brand 

stores at home anytime and anywhere through virtual reality technology terminals or to feel the 

shopping experience of augmented reality technology offline, increasing the diversity and possibility 

of location experience. 

4.4. Promotion Strategy 

Promotional strategies can allow new and existing customers to purchase their favorite goods at 

relatively favorable prices while satisfying consumers' material and spiritual needs. In the metaverse 

environment, luxury companies can use extensive data analysis to understand consumers' needs and 

predict future consumption habits to better understand and tap into users' needs for personalized and 
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cross-platform marketing. In addition, in the metaverse, users form brand community groups that help 

brands develop new user relationships. For example, based on Gucci's many collaborations with The 

Sandbox, The Sandbox co-founder Sebastien Borget said in an interview, "This approach to user-

generated content has caught the eye of many cutting-edge brands that see virtual worlds as an 

excellent medium for engaging and creating new experiences. Behind each, The Sandbox plot is a 

user's story, which holds great power to build a sense of community belonging." Luxury brands use 

the Metaverse platform, with users acting as creators, to drive the overall brand story and deliver rich, 

detailed content and experiences. 

4.5. Game Strategy 

Based on the analysis of the 4P theory and combined with the case study, this paper argues that the 

element of game strategy needs to be included in the marketing mix of luxury goods under the 

influence of the metaverse. Gaming, the preferred form of entertainment for consumers of all ages 

worldwide, has become a market with vast power. According to statistics, about 3 billion people 

worldwide play video games regularly, 46% of whom are women, and they have spent more than 

$100 billion on virtual goods. The multiplayer environment of metaverse platforms is more social 

than traditional games, such as Fortnite and Roblox, which encourage player cooperation, 

conversation, and real-life connections. As such, the games represent a foundational component of 

the Metaverse, providing a diverse community of players. 

As a fast-growing industry, eSports are attracting more and more players and attention, with 

eSports having a following of over 518 million people in 2020. A huge user base can be obtained by 

combining 2.7 billion gamers worldwide, eSports fans, and viewers who watch live gaming platforms 

daily [14]. Therefore, for luxury brands, game marketing offers an opportunity to reach and promote 

young consumers and can attract and create new user groups. 

Luxury brands can develop game content with metaverse platforms or independently to attract 

more consumers. In addition, gaming offers luxury brands the possibility to create new and unique 

experiences and connect with consumers more deeply. In summary, gaming strategies are an integral 

part of the luxury marketing mix in the metaverse environment that cannot be ignored. 

5. Conclusions and Recommendations 

Metaverse has new implications for the luxury industry and presents unique challenges and 

opportunities for its portfolio marketing strategies. In this digital age full of changes and the 

emergence of the Z-era consumer, the potential for luxury consumption and influence is enormous in 

the new digital platform. Therefore, the marketing of luxury brands needs to work on the following 

dimensions. 

First, at the product level, luxury companies should increase the content of NFT products. The 

uniqueness contained in NFT digital products produced based on the Metaverse platform provides 

customers with a strongly differentiated product experience. It brings new value to customers who 

own digital products. The company can create core products in a virtual space based on the special 

attributes of NFT products. Customers can purchase at a lower price than real products and gain 

higher value through secondary sales, increasing the brand's market value. 

Second, regarding location strategy, the company can combine virtual reality technology and 

gamification design based on virtual space concept stores to bring customers the most dramatic and 

immersive experience, expand target customers, and improve brand favorability. 

Third, companies can adopt a community-based channel strategy based on the Metaverse platform 

in product marketing campaigns. This includes increasing user-generated content and employing 
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community member co-creation to expand the brand's reach and exposure, thereby increasing product 

sales. 

Fourth, luxury companies need to develop gaming services that offer exclusive brand experiences 

to meet the gaming experience needs of Z-era users and expand their audience and brand reach. In 

addition, companies can also cooperate with large metaverse platforms to develop gaming 

experiences shared with others. 

Based on the above research, the luxury industry is undergoing one of its most significant changes 

with the emergence of the metaverse. Starting in 2020, major luxury brands are aggressively moving 

into the Metaverse as they see an opportunity to create new profits and business models. The global 

personal luxury market has been rapidly growing in the last two years, showing the Metaverse's great 

potential in luxury marketing. Therefore, luxury goods will be the future trend in Metaverse 

marketing. 
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